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ABSTRACT 
  
The advancement of technological innovations can serve as a gateway to economic growth if it is 
widely. In the quest to explore the essence of accepting IT innovations, it is of much importance to 
emphasize that innovations have been there since time in memorial. The worth of technology 
innovation is seen on how people become accustomed to new ways of doing things. Many scholars 
have made reference to consumers’ adoption and acceptance of a particular technology since its 
inception. Information Technology has changed the dynamics and daily work routines of individuals 
and businesses. Technology has the capacity to expand businesses by way of generating new capital 
investments. This paper presents an analysis of the current literature the Interplay between the 
different types of E-Commerce technology adoption models. 
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INTRODUCTION 
 
The advancement of technological innovations can 
serve as a gateway to economic growth if it is widely 
dispersed (Frame et al. 2014; Van der Boor et al. 
2014). In the quest to explore the essence of 
accepting IT innovations, it is of much importance to 
emphasize that innovations have been there since 
time in memorial. The worth of technology 
innovation is seen on how people become 
accustomed to new ways of doing things (Beaudry et 
al. 2005). Finding novel means of doing things inures 
to the advantage of the firm’s worldwide 
competitiveness which eventually creates wealth. For 
firms to survive this fast paced global competition, 
being innovative with technology is highly 
recommended. 
IT innovations uses computer based systems and 
telecommunication technologies to store, process, 
and communicate (Beetham et al. 2013; Hilbert et al. 
2011). Referring to Organization for Economic Co-
operation and Development (OECD, 2005), 
innovation is the introduction of a new idea, an 
enhanced product or improved working 
organizational culture as cited by (Garcia et al. 2002). 
On the other hand, (Baldwin et al. 2011; King et al. 
1994) define innovation as ‘a process whereby 
inventions move into much functional form’. Many 
scholars have made reference to consumers’ adoption 
and acceptance of a particular technology since its 
inception. Information Technology has changed the 
dynamics and daily work routines of individuals and 
businesses. Technology has the capacity to expand 
businesses by way of generating new capital 
investments. According to Doms et al. (2010), IT 
capital investments boomed in 1990s and 200s before 
it tumbled in 2001. 
On the contrary, consumers or employees must first 
accept technology before it can be fully used. Several 
research undertakings have sought to examine the 
factors that instigate users acceptance of technology 
(Chen et al. 2004; Wang et al. 2009). Several of these 
theories trace their roots from the research of 
technology adoption in the area of sociology, 
Information System, psychology and many more. For 
instance, a number of studies on information system 
have been carried out to discover and assess 
organizational characteristics that lead to an 
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information system success or failure. Venkatesh et 
al. (2003) integrated eight known theories with 
respect to accepting a new a technology. These 
include: Theory of Planned Behaviour (TPB), Theory 
of Reasoned Action (TRA), Technology Acceptance 
Model (TAM), Model Combining the Technology 
Acceptance Model and Theory of Planned Behaviour 
(C-TAM-TPB), Motivational Model (MM), 
Innovation Diffusion Theory (IDT), Model of PC 
Utilization (MPCU), and Social Cognitive Theory 
(SCT). The TAM was pioneered by Davis that lays 
emphasis on user acceptance of technology in the 
workplace (Davis 1989). TAM practically deals with 
beliefs, attitudes, intention, and overt behaviour 
(Ajzen 1991; Ajzen et al. 1975) to predicting IS 
acceptability. Grounded on TRA it spells out a 
person’s innate beliefs, attitudes, and intentions about 
certain objects. The intention to behave is the modus 
operandi of the actual behaviour. The DOI theory has 
been used in broad variety of research fields such as 
political science, public health, communications, 
history, economics, and education. The theory of 
innovation diffusion has also been widely used as a 
theoretical foundation in the area of technology 
diffusion and adoption (Straub 2009). In fact, much 
diffusion research involves technological innovation; 
as such, Rogers (2004) usually uses the words 
technology and innovation as synonyms. Technology 
is an application (software or hardware) that reduces 
the uncertainty in the cause and effect exchanges 
involved in achieving a desired outcome’. Hardware 
encompasses all the physical parts that are subject to 
touch while software is the information base for the 
tool (Rogers 2004). 
 
Diffusion of Innovations Theory   
 
Rogers (2003) stressed that an innovative idea does 
not have to be new to the marketplace; it just has to 
be new for an organization or an individual. More 
specifically, an organization or an individual may be 
familiar with a specific innovation with or without 
having a positive or negative opinion about adopting 
or rejecting it (Rogers, 2003). Woodward et al. 
ranked DOI theory at the highest position for three 
main reasons: (a) DOI theory provides broader focus 
compared to other models and theories;  
(b) DOI theory is focused on the socio-cultural 
context and, therefore, more emphasis is given to 
cultural values, common practices, and beliefs; and 
(c) DOI theory is an effective conceptual tool to 
analyze complex social norms. Hameed et al. (2012) 
considered DOI theory as one of the most popular 
theories that can help explain the innovative 
technology adoption behavior of an individual or an 
organization. Hameed et al. (2012) confirmed the use 
of the DOI model for evaluating technological 
innovation inside an organization. Using the DOI 
model, Kucukemiroglu and Kara (2015) established a 
linear relationship between an organization’s social 
presence and consumer trust, leading to increased 
word-of-mouth communication.   
Rogers (2003) defined DOI theory as a process 
where an innovation is adopted by a broader segment 
of the society over a given period. Rogers (2003) 
classified DOI theory into four categories, including 
(a) innovation, (b) communication channels, (c) 
adoption time, and (d) a social system. DOI theory 
also consists of several technological factors, 
including (a) comparative advantage, (b) complexity, 
(c) capability, (d) compatibility, and (e) trailability 
that may affect SME leaders’ decision to adopt new 
technology (S. Khan et al., 2014; Sila & Dobni, 
2012). Rogers (2003) believed that while these five 
attributes are conceptually unique, they are 
interrelated. These attributes will expedite changes 
related to technological adoption inside an 
organization (Rogers, 2003).  
Rogers (1995) outlined five stages for an adoption to 
spread in the marketplace: knowledge, persuasion, 
decision, implementation, and confirmation. People 
measure comparative advantage by the degree to 
which other individuals perceive a new innovative 
technology compared to an existing technology 
(Conrad, 2013). Economic profitability, cheaper cost, 
and increased social prestige may contribute to a 
higher comparative advantage (Rogers, 1995). 
Improved productivity, portability, reachability, and 
efficient time management were some of the 
advantages that fueled the adoption of cellular 
phones (Rogers, 1995). Relative advantage, 
identified as a ratio between anticipated gains and 
implementation cost, is a prime indicator of the rate 
of adoption (Rogers, 2003). Overall, relative 
advantage is directly proportional to adoption rate 
(Fallan, 2015).   
Complexity is the degree to which individuals 
perceive an innovative technology adoption as 
difficult to use (Conrad, 2013; Rogers, 1995). Fallan 
(2015) highlighted that an adopter’s view and 
assessment of an innovation is critical before wide-
scale adoption inside an organization. In other words, 
perceived complexity of innovation can be inversely 
proportion to adoption intention. Cellular phones 
worked similar to landline telephones; therefore, 
cellular phones were not complex to use for end 
users, which is similar to DOI theory premises 
(Rogers, 1995). For this study, while the Internet can 
be easy to use for most, older users may find 
navigating the Internet both confusing and 
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intimidating (Lawson-Body et al., 2014). Conrad 
(2013) discovered that users are willing to use new 
technologies when complexity is low; however, 
increasing the adoption rate for complex technologies 
will require additional incentives before users are 
willing to adopt. While Prasad and Miranda (2014) 
indicated that the adoption of new technologies is 
critical for a nation, Stieninger, Nedbal, Wetzlinger, 
Wagner, and Erskine (2014) pointed out the linear 
relationship between the level of complexity and the 
technology adoption period. It takes a longer period 
for businesses to adapt to new technologies, 
particularly when business leaders perceive 
technology implementation as a complex task.  
Compatibility is the degree where individuals 
perceive an innovation co-exist with legacy systems 
or previous experiences (Rogers, 2003). Innovation’s 
incompatibility with organizational culture can have 
a negative impact on the adoption of technology 
(Rogers, 1995). In other words, any idea that is 
perceived to be compatible with society’s norms has 
a higher chance of adoption by the people of that 
society compared to the idea that is not compatible 
(Fallan, 2015). The cellular network works with the 
landline network, allowing anyone from either 
network to talk to each other (Rogers, 1995).  
Knowing that older technology can co-exist with new 
technology will allow speeding up the adoption of 
new technology.  Trialability is the degree to which 
an innovative technology will be available for a 
limited period (Conrad, 2013; Fallan, 2015, Rogers, 
2003). Rogers (1995) believed that new ideas tested 
on the installment plan have a better chance of 
adoption compared to ideas with no visibility. In 
other words, perceived trialability is proportionally 
linked with adoption of innovation (Fallan, 2015). 
Someone can borrow a friend’s cellular phone for a 
trial and experience all of its features before deciding 
to purchase that cellular phone.  
This will allow someone to experience an innovative 
technology without a long-term commitment. Conrad 
(2013) discovered that while promoting the adoption 
of complex technology, offering a trail before 
implementation is helpful.  DOI theory is versatile 
enough to apply in different industries all around the 
world. For example, Imroz (2013) used DOI theory 
to explain the diffusion process and the adoption of a 
life-saving healthcare treatment in Bangladesh. 
Stieninger et al. (2014) applied DOI theory to assess 
the adoption of cloud computing among 
organizations. Using DOI theory, Pozzebon, 
Mackrell, and Nielsen (2014) gained a better 
understanding of inhabitations around software 
adoption in Australia’s cotton industry. Fallan (2015) 
applied DOI theory to corporate social responsibility 
and found that the innovation adoption rate varies by 
the size of the organization and the environment in 
which it operates.  
Similarly, using DOI theory, Taiwanese business 
leaders implemented information technology to 
improve customer satisfaction and establish a 
profitable business model (Su & Fu, 2015). Focused 
on the capability attribute of the DOI theory, Su and 
Fu argued that newly developed information and 
communication technologies (ICT) for Taiwanese 
retailers can help integrate additional technologies, 
allowing business leaders to become flexible, 
adoptable, and resilient. Right after independence in 
1947, political leaders in India realized the 
importance of adopting innovative technologies for 
the country’s self-reliance and advancement and, 
therefore, took additional steps to create various 
departments and agencies (Kumar, 2012). Between 
2003 and 2012, Leggott et al. (2015) conducted a 
study applying the  
DOI theory to understand the adoption of an 
alternative procedure while performing arthroscopic 
knee surgery. During this period, the adoption rate of 
the alternative procedure jumped from 10% to 70% 
(Leggott et al., 2015). Leggott et al. credited this 
growth to several of the DOI theory's characteristics, 
including safety records, quality of the treatment, 
patients’ trust in their physicians, healthcare 
provider’s organizational structure, and technological 
changes.  After understanding the effect of e-
commerce and technology adoption related to supply 
chain management in Pakistan, another developing 
country, S. Khan et al. (2014) discovered that SME 
leaders that use technologies into their businesses 
have generated higher average sales compared to 
those businesses without technology adoption. When 
organizational leaders adopt and successfully 
implement technological solutions in their businesses, 
the results can include increased efficiency, faster 
response time, improved customer service, and 
higher cost saving benefitting their business partners, 
vendors, and their customers (S. Khan et al., 2014).  
Lowson-Body, Willoughby, Illia, and Lee (2014) 
applied DOI theory to understand veterans’ adoption 
of government benefits via the Internet. To receive 
their benefits from the Department of Veteran Affairs 
(VA), each veteran needed to complete forms and 
register on the website (Lawson-Body et al., 2014). 
Many study participants found this transition to be 
complicated. Rogers (2003) defined complexity as 
the degree to which end users perceive an innovation. 
Lawson-Body et al. found that younger veterans 
adopt e-services quicker than older veterans. 
 Addressing complexity and risk attributes of DOI 
theory, Lawson-Body suggested increasing computer 
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and web navigation training, publishing privacy 
policies on the websites, and providing successful 
transaction assurance.  
DOI theory plays a critical role in increasing 
adoption intention (Ainin, Parveen, Moghavvemi, 
Jaafar, & Mohd Shuib, 2015). Adoption includes 
both phases, such as initiation and implementation, 
as well as levels, which includes organizational, 
environmental, individual, and technological (Rossi 
et al., 2012). Business leaders are most likely to 
adopt new technology when they understand the 
compatibility of the new application with their 
existing environment (Ainin et al., 2015). Successful 
adoption of new technology is dependent upon a 
successful interaction between humans and 
technology (Lee & Kozar, 2012). Focused on the 
compatibility attribute of the DOI theory, Ainin et al. 
linked Facebook usage to positive organizational 
performance. Ainin et al. also revealed how SME 
leaders can gain financial and non-financial 
advantages by incorporating Facebook as part of 
their marketing and customer service strategy. DOI 
theory deals with how, why, and at what speed new 
ideas that are technology fueled can spread through 
cultures, and affect organizations (Sedem, Twum, 
Hayfron Acquah, & Panford, 2015). Along the same 
line, Pozzebon et al. (2014) concluded that social 
processes and structures play a critical role affecting 
an innovation’s diffusion. At the same time, S. Khan 
et al. (2014) and Rossi et al. (2012) stressed the 
importance of the government’s role in preparing the 
needed infrastructure to fuel the adoption of 
technology within a country. While there is a 
plethora of research outlining the impact of 
technology on an organization’s performance, little 
research has been conducted on how technology 
innovations are adopted by individuals inside an 
organization (Conrad, 2013).  
There is not enough research indicating how to spot 
the deficiencies on existing technology 
implementations and how to successfully implement 
an adequate solution for continued organizational 
productivity (Conrad, 2013). Innovation inside an 
organization can be a complex process because while 
some people will invite the changes, others may 
oppose them (Sedem et al., 2015). Therefore, the 
success of innovativeness inside an organization 
depends upon the leaders’ characteristics and 
organizational structure. Rossi et al. (2012) believed 
that effectively designed employee training programs 
allow organizational leaders to reduce 
implementation challenges. Conrad (2013) stressed 
that willingness to adopt fastchanging innovative 
technologies is crucial for organizations' existence. S. 
Khan et al. (2014) also supported the adoption of 
innovative technologies to better serve an 
organization’s customer base. Business leaders at the 
Ghana Health Services, a leading healthcare provider 
in Ghana, implemented e-healthcare solution using 
ICT and cloud computing.  Looking at the pace of 
technology deployment, Sedem et al. (2015) 
concluded that individuals can be grouped into five 
categories based on their innovativeness. These 
categories include innovators, early adopters, early 
majority, late majority, and laggards (Doyle, Garrett, 
& Currie, 2014; Sedem et al., 2015).  
This finding mirrors Rogers’ (2003) S-shape curve 
where a sharp vertical line suggests a faster adoption 
rate and a flat line represents a slower adoption rate. 
While, innovators are the first to adopt new 
technology, the laggards are the last ones to adopt 
new technology (Rogers, 2003). Early adopters play 
a significant role in promoting innovations in the 
industry (Thakur & Srivastava, 2015). Innovation 
adoption is an indication of why some businesses 
remain small while others grow and prosper (Rogers, 
2003). Conrad (2013) concluded that relative 
advantage, complexity, and trialability of 
technologies determine potential adopters’ 
willingness to use. Doyle et al. (2014) used DOI 
theory to understand the adoption of mobile devices 
in nursing education to effectively manage a vast 
amount of clinical information, improve patient care, 
and augment decision-making abilities. Using DOI 
theory, Rogers (2003) pointed out three phases for an 
organization to adopt innovation: initial phase, 
decision, and implementation. Rossi, Russo, and 
Succi (2012) stressed the significance of DOI in an 
organizational context and expanded the parameters 
of innovation decision processes when selecting 
products, services, and technologies. During the 
initial phase, company leaders are preparing for 
changes they need to apply to implement new 
technologies. Decision phase involves selecting the 
solution identified during the initial phase. Finally, 
implementation phase includes all the activities 
needed to successfully implement the chosen 
innovative technologies.  
Doyle et al. (2014) concluded that while technology 
adoption can be challenging, successful 
implementation can improve organizational 
processes and productivity. Zhu (2014) applied DOI 
theory to understand innovation and diffusion in the 
Chinese government. Innovation in public 
administration includes planning and executing 
large-scale projects, services, or policies to 
accomplish new goals, reform existing technologies, 
and improve the lives of citizens (Zhu, 2014). 
Innovation in the public sector can spread both 
horizontally, when central government mandates 
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local governments to adopt innovation, and vertically, 
when one local government voluntarily adopts 
innovative practices from another local government 
(Zhu, 2014). Zhu also pointed out that an innovation 
from central government can be rapidly adopted by 
the local governments but the overall implementation 
may not be successful everywhere.  
Knowing that innovative companies can contribute to 
a healthy economy, Hausman and Johnston (2014) 
wanted to find out if a country with innovative 
companies suffers less economic problems during 
global economic recession. Hausman and Johnston 
(2014) recommended several internal and external 
actions to stimulate innovation. Internal 
recommendations include (a) establish well-
coordinated organizational management efforts, (b) 
deliver advanced employee training, (c) gain 
improved access to information technology, (d) adopt 
well-calculated strategies for increasing risk taking, 
and (e) establish enhanced employee retention plans. 
External recommendations to promote innovation 
include (a) establish higher incentives to ensure 
continued innovation, (b) set clear patent application 
process, (c) develop simpler intellectual properties 
laws, (d) establish easier access to educational 
programs involving math and science, (e) develop 
new courses that fuel innovation, and (f) offer tax-
credits to employers encouraging their employees to 
upgrade their skills (Hausman & Johnston, 2014). 
 
Technology Acceptance Model (TAM) 
 
Within the multiplicity of theories that have been 
used to explain the rate or propensity for an 
individual and or groups to adopt the technology, the 
Technology Acceptance Model (TAM) developed by 
Davies et al. (1989) gained much popularity despite 
its weaknesses. Indeed, it was the contention of 
Fathema and Sutton (2013) that the weaknesses of 
the model have led to several revisions such as the 
TAM 2 and TAM 3, which added additional 
elements to the determinants of technology adoption 
and use. The core argument of the traditional TAM 
model was that the decision for an individual to 
adopt a new technology was largely influenced by 
two factors which play complementary roles in the 
decision of an individual to adopt a technology. 
However, other researchers believed that each factor 
was enough to stimulate a certain level of behaviour 
as far as technology is concerned (Fathema et al., 
2015).  
 
Figure 3 Technology Acceptance Model (Davies et 
al, 2002) 
 
The first factor described by the proponents was the 
perceived usefulness of the technology. This was 
defined as the degree to which a person was likely to 
use a particular technology or system based on the 
notion that it had a significant role in enhancing the 
ability to perform the job at hand (Lowry et al., 
2013). The perceived ease of use was the second 
most important factor in the technology adoption 
model; this was the degree to which a person 
believes that using a particular technology will make 
the person free from the effort that must be invested 
in the process (Lunceford, 2009).Thus, the core 
debate of the technology acceptance model is that the 
extent to which a technology will reduce the effort 
invested into one’s work as well as facilitating the 
performance of the job are the core factors that will 
determine if a person will actually adopt a 
technology.  
Several criticisms of the theory inspired a 
review. For example, the TAM model was criticised 
by Chuttur (2009) for its dependence on heuristic 
value, limited predictive and exploratory power as 
well as a triviality. In the same regard, Benbasat and 
Barki (2007) suggested that the TAM model if more 
focused on the individual as opposed to group 
behaviour limited its generalisation and application. 
Finally, the TAM model was also criticised by 
Pikkarainen, et al (2004) as lacking the effect of 
external factors which were equally important in 
determining the acceptance and use behaviour of an 
individual as far as a particular technology was 
concerned.  
In order to improve this effort, the 
proponents augmented the TAM model with TAM 2 
and TAM 3 models that incorporated series of 
external factors in the decision to adopt a particular 
technology by an individual (King & He, 2006). 
These external factors were largely related to known 
factors in the field of psychology and sociological 
noted for influencing human behaviour in one way or 
the other (Legris, et al, 2003). Empirically the TAM 
model has been tested in several technology adoption 
contexts and has been proven valid with some degree 
of variation across research. For example, Fathema et 
al. (2014) tested the validity of the TAM model in 
the adoption and use of technology among online 
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shoppers in the US and found that perceived ease of 
use and perceived usefulness were essential factors in 
the rate of adoption. Similarly, Wu and Wang (2005) 
explored the differences in the rate of adoption of 
technology between the Chinese and US young 
consumers in the University of Dallas. Their study 
noted that while perceived ease of use and perceived 
usefulness played an essential role, there were other 
external factors that stimulated the rate of adoption. 
Some of these studies have thus inspired new issues 
that are underrepresented in the TAM; hence the 
emergence of more comprehensive technology 
adoption models such as the UTAUT model. 
 
Unified Theory of Acceptance and Use of 
Technology 
 
Following the challenges associated with the existing 
technology adoption models, Venkatesh et al. (2003) 
proposed the unified theory of acceptance (UTAUT) 
and use of technology as an alternative and parent 
model for accessing the rate of adoption and use of 
technology. Since its proposal, the UTAUT model 
was used extensively in several research studies with 
varying degrees of robustness of outcomes based on 
the specific technology that is being investigated.  
The robustness of the UTAUT model stems from the 
fact that it is based on the combination of eight 
different original models of human behaviour that 
have been used or integrated into other theories to 
interpret technology adoption. The initial UTAUT 
model proposed by Venkatesh et al. (2003) identified 
four key dimensions:1) performance expectancy, 2) 
effort expectancy, 3) social influence, and 4) 
facilitating conditions.  
 
 
 
Figure 4. Unified theory of acceptance and use of technology 
(Venkatesh et al., 2003) 
 
Performance expectancy implies the extent to which 
the technology helps to enhance work performance 
of the individual. This was the ability of the 
technology to deliver an expected set of results, 
functions or activities or execute a value creation 
process. It must contribute to the successful 
execution of tasks or series of tasks.  The second 
most important factor as far as technology adoption 
is concerned is the effort expectancy. This was in 
relation to the amount of effort that the user is 
expected to put into using or adopting the technology 
(Bagozzi, 2007). It was the contention of the 
Venkatesh (2003) that the higher the effort that a 
person is likely to put into a venture, the less likely or 
the slow the rate of technology adoption that will be 
done. In the same regard the higher the contribution 
of the technology to the performance of the task, the 
higher the likelihood of technology adoption (Lin & 
Anol, 2008).  
The third factor influencing technology adoption is 
the social influence, while the last is the facilitating 
conditions. The term social influence in the view of 
the authors describes the presence of significant 
others in the environment that serve to facilitate, 
encourage or discourage the use of these 
technologies. It has to do with the kind of superior 
assistance made available for the individual to use 
and adopt the technology (Wang et al., 2009). The 
facilitating conditions were to do with the availability 
of a conducive atmosphere, constancy in the access 
to the technology, training program and others which 
are essential in developing habits and maintaining 
technology lifestyle. Like most other technology 
adoption models the UTAUT model has also been 
experimented or validated in different decision 
context with different degrees of outcomes 
(Verhoeven et al., 2010). For example, Koivumäki et 
al (2008) used the UTAUT model to examine the 
perception of people towards mobile technology 
services in Finland.  The study found out that the 
time spent by these individuals in using the devices 
played no role in affecting their perception. 
However, the familiarity with the devices and users 
skills rather had an impact. Furthermore, the time 
spent using the devices did not affect consumer 
perceptions, but familiarity with the devices and user 
skills did have an impact.  
A similar study conducted by Eckhardt et al. (2009) 
used the UTAUT model to study the extent to which 
social influence in a person’s workplace, such as the 
influence from superiors and colleagues can affect an 
employee’s decision can to adopt and use a particular 
technology in a German setting. Consistent with the 
model’s proposal, the researchers found out that the 
social influence played a significant role in the 
adoption decision. This notwithstanding, the UTAUT 
model is also not without its own challenges in terms 
of generalisation and robustness. This led to several 
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revisions of the UTAUT model by Lin and Anol 
(2008), Sykes et al. (2009), Wang, Wu, and 
Wang (2009) and Wang and Wang (2010) suggested 
different levels of incorporation of new dimensions. 
Technology Readiness by Consumers 
The research work conducted together by 
Parasuraman and Colby emphasizes technology 
readiness as a fundamental theory in the adoption of 
innovative technology. Technology readiness is the 
possibility to adopt and hold on to technology at 
home or work (Liljander et al. 2006; Parasuraman 
2000). TRI echoes individual beliefs with respect to 
technology which juxtapose individual’s general 
competency to use technology. TRI can be used to 
measure individual’s general technology readiness. 
Parasuraman (2000) identified four constructs in TRI. 
As can be seen from figure 8, TRI is split into two 
quadrants – contributors and inhibitors. 
 
Figure 2.1 Contributors and Inhibitors of TRI 
Technology readiness four personal traits examine 
people feeling towards the use of new innovative 
technology. TRI decides that a person willingness to 
use new technologies in general lies on four 
personality traits: optimism, discomfort, innovation, 
and insecurity 
 
TRI determines that people’s disposition to use new 
technology in general is ground on four personality 
traits: optimism, insecurity innovativeness, and 
discomfort. TR thrives on optimism and innovation 
while discomfort and insecurity are its inhibitory 
factors. 
i. Optimism: The degree to which one believes 
in the inherent benefits of cutting edge 
technology, such as offering convenience, 
time flexibility, mobility and stimulation.  
ii. Innovativeness: The tendency to experiment 
with new technology, including gathering 
information and influencing others. 
iii. Discomfort: A perceived lack control over 
technology, including a desire for assistance 
and a preference for simplicity.  
iv. Insecurity: Concern about the safety, security 
and privacy of technology, as well as a need 
for assurance that it is working properly.  
Scores of research work have acknowledged that 
heterogeneous nature of individual differences as an 
extrinsic factor is crucial to the success of technology 
adoption in a diverse area of study. 
People have different in-built character traits. These 
character traits go beyond demographic or 
psychographic antecedents since it invariably affect 
consumers’ attitude and behavioural intentions to 
adopt a new technology.  
A lot of studies have been carried out on technology 
readiness at the consumer level with an effort to 
validate TR.  In the work of Parasuraman (2000), 
individual’s exuding high sense of optimism and 
innovativeness characterize with low sense of 
discomfort and insecurity are more inclined to make 
use of new technology. Elliott et al. (2013) work on 
consumers’ intentions to use a self-scanning 
technology reveals that technology readiness does 
have a direct and positive influence on both 
perceived reliability and the perception of self-
aggrandizement of a service technology. However it 
had slight impact on consumers’ intentions to use 
self-scanning technology. Perceived reliability and 
perceived fun of self-service were seen to have 
significant effect on use intention of self-scanning 
technology.  
The seemingly upsurge of self-service technologies 
today can be attributed to the innovative power of 
network and explosive advancement of information 
technology. In the context of the health sector, 
intentions of patients’ to hooked on to the use of e-
appointment system is very critical and appropriate. 
Prior study only examined the existing associations 
between technology readiness of core users and their 
continuance usage intentions, but disregarded the 
crucial mediating role of quality. A research 
undertaken by Meuter et al. (2005)explored the 
possible co-existence among relationship quality, 
technology readiness, and continuance intention. The 
outcome of the study shows the positive and 
significant influence of optimism and innovativeness 
pertaining to continuance intention while relationship 
quality well mediated the intention. On the contrary, 
insecurity and optimism fell short in concealing the 
significant control of relationship quality or 
continuance intention of users’. 
Since the inception of Near Field Communication 
(NFC), Korea has been at the forefront of introducing 
NFC in mobile payment. Near Field Communication 
in Mobile Payment Environment is an assimilation 
technology for NFC-enabled smartphones, debit, 
credit and prepaid cards. Global mobile telecom 
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industry watchers and commentators have taken keen 
interest in how Korean mobile subscribers accept 
payment services. (Cruz et al. 2010; Ondrus et al. 
2009) looked at the factors for technology acceptance 
using an integrated model of technology readiness 
and technology acceptance.The results revealed a 
positive effect of discomfort, optimism, 
innovativeness and insecurity on perceived ease of 
use whiles NFCs features of responsiveness and 
smartness also had noteworthy impact on perceive 
usefulness. With that notwithstanding, intention to 
use was positively affected by perceived usefulness. 
As a result, the research work underscores the 
importance of usefulness pertaining to NFC mobile 
payment services. 
 Individual’s cognitive attitude and readiness to 
acknowledge new innovative technology is being 
espoused by technology readiness. In as much as 
technology readiness has been used in varied fields, 
its effectual applicability in the healthcare sector has 
been woefully inadequate. A countrywide report 
generated by Melas et al. (2014) in their three year 
study in Greece examined  TR profiles of medical 
staff with regards to their use and skill of computer, 
and computer feature demands. TR proved 
fundamental in this exercise. In the study, a sample 
size of 604 physicians and nurses were used as 
respondents while using SEM as a tool to 
substantiate the composition of TR. The outcome 
revealed a clear understanding of the determinants 
that control the use of new technology by medical 
staff which also poses as a strong policy framework 
for major stakeholders. 
Chen et al. (2013a) in their study combined 
technology readiness into the expectation–
confirmation model (ECM) to assess individuals' 
continuance of mobile data service usage. A cursory 
analysis of the study paint a positive results of an 
integrated model which improves and proffer clarity 
on antecedents the controls the continuous intention 
of users toward the use of mobile of services. 
With reference to a study conducted by Ferreira et al. 
(2014) bothering on consumer adoption of high 
technology products in a Latin American country 
precisely Brazil, the researchers put forward and 
tested the integrated models of TAM and TRI. The 
model proposition takes into consideration the 
associations existing between the cognitive and 
affective constructs with technology readiness. Data 
collected on 435 young consumers were analyzed by 
avenue of Structural Equation Modeling (SEM). The 
resultant outcome showed a significant positive 
effect of individual’s cognitive and affective 
assessments on new technologies have influence on 
technology readiness. This upshot of technology 
readiness weigh more on affective inclinations than 
those relative to cognitive evaluations pertaining to 
high-end technology innovations. However, in a 
more balanced cultural setting, the outcome reveals 
an exact feature of a Latin American country. 
Hüer (2015)examined physicians’ intentions to 
prescribe artificial pancreas to patients incorporating 
technology readiness as the theoretical framework. 
The moderating effect of age was also evaluated. 
Using a questionnaire as the data collection method, 
the robustness of TR was tested and validated. The 
outcome demonstrated an insignificant influence of 
age and two constructs of TR (innovativeness, 
optimism, and insecurity) on the intention to 
prescribe. On the contrary, discomfort and insecurity 
were seen to exude same impact. Further, the study 
proved that physicians who were more optimistic 
about technology demonstrated higher rate of 
intention to recommend to their patients the device. 
 
Other Technology Adoption Models 
 
The uses and gratification theory have also been used 
to explore differences in the adoption of technology 
in many contexts. Wu and Wang (2005) pointed out 
that technology users proactively seek technology 
that meets a given need and enhance knowledge, 
social interactions, diversion, epistemic and other 
gratifying conditions.  Huser, et al (2010) associated 
the use and gratification theory as an information 
technology driver to Bandura’s social cognitive 
theory and Sheth et al. (1991) Consumption Value 
Theory. In that regard, it was the contention of Huser 
et al. (2010) that individuals choose technologies that 
satisfy personality attributes and personal 
preferences. The user was willing to associate with 
the technology since its features fit into the user’s 
unique traits and life perspectives. In other words, the 
alacrity to choose and use a technology that helps to 
enforce a person’s convictions and social demands is 
more likely to be adopted more quickly than those 
which are not.  Benbasat and Barki (2007) clarified 
this by arguing that users of technology choose 
technologies that gratify them in terms of equality, 
freedom, fun, social acceptance exciting life, 
happiness, pleasure, security, self-fulfilment, inner 
peace, self-respect, sense of belonging, wisdom, 
salvation, rationality, humour, romance among others. 
King and He (2006) adopted the Sheth et al. (1991) 
consumption value theory to explain why people 
choose certain technologies by arguing that people 
generally make technology choices based on five 
main factors. These are the functional values, 
epistemic values, the emotional values, the social 
values and the conditional values of the technology. 
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Functional value means that people adopt technology 
based on its functional capability. This has to do with 
the ability of the technology to work better than other 
available technologies and means of work. The 
supremacy in enhancing the speed and the quality of 
work supersedes all other factors in choosing or 
adopting a particular technology. It was the 
contention of Legris et al. (2003) that epistemic 
(usually with trendiness, modernity, and popularity) 
and aesthetic factors (physical features) can influence 
the adoption and use of any technology. The herding 
factor is also recognised by Lowry et al. (2013) who 
explained that some people may follow the crowd 
and get glued to a technology platform which is 
widely known without any consideration. This 
notwithstanding, UTAUT model was adopted on its 
own merit as the most comprehensive technology 
adoption model because it incorporates all the major 
user acceptance determinants from eight models as 
stated in earlier sections. 
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